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Creating Memorable Experiences in the Accommodations Industry: A Core-Periphery 
Framework of Experiential Consumption  
 
Abstract 
The present study offers a systematic approach to examine the potential differences in 
experiential consumption in the accommodations industry. Using a multiple group analysis 
approach, it examines the moderating effects of individual characteristics and situational factors 
on The Accommodation Experiencescape and on the Model of Experiential Consumption 
developed by Mody, Suess, and Lehto (2016). The findings of the study culminate in the core-
periphery framework of experiential consumption that can provide a relevant theoretical lens for 
future research into the different sectors and types of experiences within the hospitality and 
tourism industry.  
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Introduction  
The sharing economy has emerged recently as a significant component of the 
accommodations industry. In addition to competing with each other, hotel companies are facing 
growing competition from sharing economy providers across different consumer markets. Given 
its position as the world’s largest peer-to-peer accommodation service provider, following a 
series of acquisitions, Airbnb is the undoubtedly the largest sharing economy provider in the 
accommodations industry, and thus included in the present study. 
A number of economic, social, and technological changes in society are fuelling the 
growth of the sharing economy. These changes are reflected in the experiential value 
propositions of sharing economy providers. In the case of Airbnb, the company’s focus on 
enhancing the guest experience lies at the very heart of its strategic plans for the future (Ting, 
2016). Thus, to compete effectively, the hotel industry must look to contend with the underlying 
experiential drivers of the popularity and growth of the sharing economy.  
There is sufficient evidence in the academic literature to suggest that experience is at the 
heart of the hospitality and tourism industry. Organizations and destinations are re-aligning their 
focus from a product- and service-oriented mindset to one that emphasizes the design of quality 
experiences (Tussyadiah, 2014). Despite this paradigm shift in the industry, experience-related 
research remains under-represented in the hospitality and tourism literature (Ritchie, Wing Sun 
Tung, & Ritchie, 2011). In particular, there remains the need for more sophisticated models of 
experiential consumption (Walls, Okumus, Raymond, & Kwun, 2011). In response, the present 
study builds on the work of Mody, Suess, and Lehto (2016) and offers a systematic approach to 
examine the potential differences in experiential consumption in the accommodations industry. 
Using a multiple group analysis approach, it examines the moderating effects of situational 
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factors (Walls et al., 2011) on The Accommodation Experiencescape and on the Model of 
Experiential Consumption developed by Mody et al. (2016). In so doing, the study offers the 
Core-Periphery Framework of Experiential Consumption as a relevant theoretical lens for future 
research into the different sectors and types of experiences within the hospitality and tourism 
industry. The authors address the following research questions in the context of the 
accommodations industry, which in the present study, includes hotels and sharing economy 
providers: 
Research question 1: How do situational factors affect customers’ experience of the 
dimensions of the experience economy? 
Research question 2: How do situational factors affect the ability of accommodation 
providers to create extraordinary, memorable experiential outcomes for 
customers? 
 
Literature Review 
Experiential Consumption in the Accommodations Industry  
In view of the two trends identified above––the sharing economy’s challenge to the hotel 
industry along experiential factors, and the scope for more experience-related research in the 
literature, Mody et al. (2016) used Stimulus-Organism-Response (SOR) theory to develop a 
model of experiential consumption in the accommodations industry. Their study achieved two 
objectives. First, it expanded Pine and Gilmore's (1998) seminal experience economy construct 
to an eight-dimensional construct referred to as The Accommodation Experiencescape (Figure 1). 
The four new dimensions of localness, communitas, personalization and serendipity were 
validated as contributing to the customer’s overall accommodation experience in the case of both 
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hotels and Airbnb.  
 
Insert Figure 1 here 
 
Second, these authors examined the ability of the accommodation experience to create 
extraordinary, memorable outcomes, which subsequently elicit favorable behavioral intentions. 
They successfully validated a second-order factor model of experiential consumption, presented 
in Figure 2.  
 
Insert Figure 2 here 
 
As evident, the accommodation experiencescape (Figure 1) comprises the first part (i.e. 
stimuli) of the model presented in Figure 2, as a second-order factor. Also, these authors 
operationalized extraordinary outcomes as a second-order factor comprising the manifest 
constructs of meaningfulness and well-being. Moreover, Mody et al. (2016) found no significant 
differences in the model across samples of customers who had stayed in a hotel or at an Airbnb, 
alluding to a proposition of theoretical invariance in experiential consumption across the two 
types of accommodation provision. This proposition of theoretical invariance enables future 
researchers to combine samples and examine the accommodations industry holistically. This is 
the approach adopted in the present study, which builds on Mody et al.’s (2016) findings to 
systematically examine whether and how various groups of customers differ in their experience 
of the various dimensions of the accommodation experiencescape presented in Figure 1, and in 
the relationships depicted in the model of experiential consumption presented in Figure 2.      
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The Effects of Situational Factors    
 Walls et al. (2011) devised a framework to depict the composition of hospitality and 
tourism experiences, in which they identified two components: the core experience that 
comprises the nature and dynamics of experiential consumption, and the periphery that includes 
a number of influencing factors that “play a diverse and ever-changing role as consumer 
experiences transpire” and “may have a modest or significant impact on the consumer experience 
components, making each individual’s experience distinctly unique” (p. 17). In the present study, 
the core experience—the nature and dynamics of experiential consumption in the 
accommodations industry—is conceptualized as the output from Mody et al.’s (2016) study, the 
models presented in Figures 1 and 2.  Of the four types of peripheral factors identified by Walls 
et al. (2011), situational factors are those that are usually outside the control of the business 
entity; however, investigating their effects can help businesses understand why some consumers 
are more impacted than others when they encounter the identical consumption experience. Thus, 
the present study examines the effects of various situational variables on the accommodation 
consumption experience identified by Mody et al. (2016). In the context of the hospitality and 
tourism experience, situational factors include trip-related characteristics that influence the 
nature of the trip and subsequently the traveler’s willingness to recognize staged experience 
elements (Walls et al., 2011).  
The present study examines the effects of the situational factors of customer involvement, 
length of stay, price, travel party composition, and previous experience on the nature and 
dynamics of experiential consumption in the accommodations industry. Based on previous 
research that has examined the impact of these variables on consumer experiences in hospitality 
and tourism (Neal, Uysal, & Sirgy, 2007; Pena, Dolores, & Molina, 2013; Prebensen, Kim, & 
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Uysal, 2015; Roberts & Sparks, 2006; Weaver, Weber, & McCleary, 2007),  the authors 
hypothesize that the nature and dynamics of experiential consumption in the accommodations 
industry—the accommodation experiencescape and the model of experiential consumption—
differ based on different levels of the situational moderators. 
 
Methodology 
Data Collection 
The sample for the study was drawn from an extensive database provided by the online 
research company Qualtrics. A total of 630 usable responses were collected: 315 each from 
customers who had stayed at least one night at a hotel or an Airbnb (mutually exclusive; 
questions pertaining to most recent visit) for the purpose of leisure in the last three months. The 
sample represents forty-five of the fifty states in the U.S.  
 
Measurement 
While the items pertaining to the core experience represented in Figures 1 and 2 were 
borrowed from Mody et al. (2016) [each construct measured using three items on a 7 point Likert 
scale, where 1 = Strongly Disagree and 7 = Strongly Agree], the measurement of the five 
situational moderators is presented in Table 1.  
 
Analysis 
As the first step in analyzing the data, descriptive statistics and distributions were 
assessed for the overall sample. Second, one-way ANOVAs were conducted to compare the 
performance of the accommodations industry on the various experience economy dimensions 
represented in Figure 1, between the groups created by the various moderators. This allowed the 
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authors to examine how situational factors affect customers’ experience of the dimensions of the 
experience economy and thus address the study’s first research question. Third, multiple group 
modeling was used to conduct a CFA for the model of experiential consumption in Figure 2, 
individually for each of the five models based on situational factors: customer involvement, 
length of stay, price, travel party composition, and previous experience with the brand. The CFA 
was used to test for measurement invariance as a precursor to the fourth step of multiple group 
SEM, which allowed the authors to understand how individual situational factors affect the 
dynamics of customers’ experiential consumption in the accommodations industry. Pair-wise 
parameter comparisons were used to determine whether any of structural parameters were 
significantly different between the groups created by the various moderators, thus addressing the 
study’s second research question.  
 
Results 
 As the first step in moderation testing, the authors used one-way ANOVAs to compare 
the performance of the accommodations industry on the various experience economy dimensions 
represented in Figure 1, between the groups created by the various moderators. The mean scores 
were calculated as the average of the three items used to measure each construct. The authors 
also compared the other dimensions that comprise the Organism and Response components of 
the overall model, namely Meaningfulness, Well-being, Memorability, and Behavioral 
Intentions. Table 2 presents the results of this comparison. 
 
Insert Table 2 here 
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There were significant differences across the dimensions of the accommodation 
experiencescape between the groups created by all five situational moderators. Customers who 
were more involved perceived a significantly greater experience of all thirteen dimensions than 
those who were less involved. Those who stayed longer differed significantly from those who 
stayed for a shorter duration on all dimensions except behavioral intentions. Customers who paid 
a higher price per night for their accommodation also experienced ten out of the thirteen 
dimensions to a greater extent than those who paid less. It is plausible that the higher-priced 
accommodation providers facilitate more elaborate experiences that incorporate a larger number 
of dimensions and to a greater degree than lower-priced accommodation providers. Those who 
traveled with family had a greater experience of all dimensions, except for their behavioral 
intentions, which were the same as for those who traveled with their spouses, friends, others, or 
alone. Finally, those with more previous experience with the brand (hotel/Airbnb) experienced 
the various dimensions and other experiential outcomes to a greater degree than those with less 
previous experience with the brand.  
As the second step in moderation testing, multiple group modeling was used to conduct a 
CFA for the model of experiential consumption in Figure 2, moderated by each of five 
situational moderators. The authors followed Chen, Sousa, and West's (2005) recommendations 
for testing the measurement invariance (configural and metric invariance) of the second-order 
factor models created by the various moderators. While the detailed process and results of this 
testing are not discussed for brevity, results indicated that there were no appreciable differences 
between the various groups created by the five situational moderators, allowing the authors to 
move to the next step of structural equation modeling.   
The authors used critical ratios for differences to determine whether any of structural 
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parameters were significantly different between the groups created by the various moderators. 
The results of the structural equation modeling and subsequent pair-wise comparisons are 
presented in Table 3. 
 
Insert Table 3 here 
 
 There were significant differences across the model of experiential consumption between 
the groups created by all five situational moderators. In terms of customer involvement, for those 
who were more involved, the relationship between the second-order constructs of the experience 
economy and extraordinary outcomes was significantly higher than for those who were less 
involved i.e. if more involved customers experience a higher level of the various dimensions of 
the experience economy, the more they perceive the experience as meaningful and contributing 
to their well-being. The relationship between extraordinary outcomes and memorability was 
significantly different across four of the five situational moderators, except previous experience 
with the brand. The direction of the differences in this relationship is interesting to note, since it 
is exactly the opposite of the other results, both in terms of the comparisons of the means 
between the situational groups (Table 2) and with the direction of the differences for the other 
two relationships in the models (Table 3). The less involved customers, those who stayed for a 
shorter duration, those who paid less per night for the accommodation, or those who did not 
travel with family had more memorable experiences if they perceived the experience as more 
meaningful and contributing to their well-being. Finally, the relationship between memorability 
and behavioral intentions was significantly different across all the groups created by the 
situational moderators. If customers who were more involved, stayed longer, paid a higher price, 
traveled with family, or had more previous experience with the brand perceived the experience to 
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be memorable, the higher their intentions to reuse and recommend the services of the brand.  
 
Discussion 
 Building on Mody et al.’s (2016) study, the authors explored whether and how various 
groups of customers differ in their experience of the various dimensions of the accommodation 
experiencescape, and in the relationships established by the model of experiential consumption 
for the accommodations industry. The study’s key theoretical contribution lies in its 
operationalization of Walls et al.’s (2011) framework of hospitality and tourism experiences. 
Using Mody et al.’s (2016) expanded experience economy construct—the accommodation 
experiencescape—and  their  model of experiential consumption in the accommodations industry 
as the core experience, and incorporating a host of situational moderators as the peripheral 
aspect of the experience, the present study addressed Uysal et al.'s (2016) call for the need to 
examine factors that moderate the nature of experiential consumption and its relationship to other 
experiential outcomes.  
Figure 3 provides a visual representation of the theoretical approach and contribution of 
the present study to experiential research in hospitality and tourism. The core-periphery 
framework of experiential consumption provides a relevant theoretical lens for future research 
into the different sectors and types of experiences within the hospitality and tourism industry, 
including those within the sharing economy. There remains the potential to expand the 
framework by exploring the effects of other moderators that have been identified in hospitality 
and tourism research, particularly experience-related research. Such inclusion would provide a 
more holistic understanding of experiential consumption in our industry.  
 
Insert Figure 3 here 
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Table 1 
Measurement of Situational Moderators 
Situational 
Moderator Measurement/Item Process Moderator Groups 
Customer 
Involvement 
Four items adapted from Kim et al. (2010) and Prendergast et al. 
(2010):  
x I was really involved in the activities of the hotel/Airbnb 
experience. 
x The hotel/Airbnb experience meant a lot to me. 
x The hotel/Airbnb experience was valuable to me. 
x I was interested in the main activities of the hotel/Airbnb 
experience. 
Median split of the 
mean score of the 
four items  
1 = High involvement 
0 = Low involvement 
Length of Stay Open-ended question: Thinking of your most recent hotel [name of 
relevant brand/hotel]/Airbnb experience, please indicate the number 
of nights you stayed at the hotel/Airbnb.  
Median split 1 = Longer stay i.e. 3 
or more nights 
0 = Shorter stay i.e. 1 
or 2 nights 
Price Open-ended question: Thinking of your most recent hotel [name of 
relevant brand/hotel]/Airbnb experience, how much did you pay for 
the accommodation per night (in USD)? 
Median split 1 = Higher price i.e. 
$130 or more 
0 = Lower price i.e. 
less than $130 
Travel Party 
Composition 
Open-ended question: Thinking of your most recent hotel [name of 
relevant brand/hotel]/Airbnb experience, please indicate who you 
traveled with (multiple choice possible):  
Spouse or Partner/Family with children under 12 years/Family with 
children in several age groups/Friends/Alone/Others 
Dummy variable  1 = With Family 
 0 = Without family 
Previous Experience Open-ended question: Including the most recent experience, how 
many times have you stayed at [name of relevant brand/hotel]/an 
Airbnb in the last 3 years for leisure purposes? 
Median split 1 = More experience 
i.e. 4 or more times 
0 = Less experience i.e. 
1-3 times 
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Table 2 
Performance on Experience Economy Dimensions: Moderated by Situational Factors 
Situational Moderators Customer Involvement Length of Stay Price  Travel Party Composition Previous Experience 
Experience Economy 
Dimensions 
High 
Involvement 
Low 
Involvement F 
Longer 
Stay 
Shorter 
Stay F 
Higher 
Price 
Lower 
Price F 
With 
Family 
Without 
Family F 
More 
Experience 
Less 
Experience F 
Entertainment 6.29 5.05 287.61*** 5.81 5.57 6.76** 5.79 5.64 3.09 5.86 5.65 5.02* 5.88 5.58 11.65*** 
Education 5.98 4.13 524.67*** 5.37 4.73 34.10*** 5.25 4.99 5.85* 5.41 4.98 13.93*** 5.34 4.94 13.55*** 
Escapism 6.01 4.18 434.85*** 5.33 4.88 15.18*** 5.29 5.03 5.23* 5.52 4.98 20.32*** 5.41 4.95 16.06*** 
Esthetics 6.15 4.74 341.41*** 5.61 5.31 9.91** 5.59 5.39 4.58* 5.67 5.41 6.80** 5.66 5.36 10.18** 
Serendipity 6.04 4.56 362.59*** 5.50 5.11 16.00*** 5.46 5.24 4.89* 5.58 5.24 10.86* 5.57 5.17 16.53*** 
Localness 6.11 4.53 385.25*** 5.58 5.04 28.26*** 5.52 5.23 7.90** 5.56 5.28 6.46** 5.59 5.19 15.62*** 
Communitas 5.86 3.95 473.71*** 5.21 4.60 27.77*** 5.12 4.82 7.14** 5.39 4.77 25.59*** 5.26 4.73 21.60*** 
Personalization 6.09 4.49 416.71*** 5.49 5.12 13.08*** 5.42 5.27 2.31 5.65 5.20 17.88*** 5.55 5.18 13.40*** 
Meaningfulness 6.05 4.32 512.54*** 5.46 4.91 28.55*** 5.39 5.10 8.20** 5.69 5.03 37.10*** 5.48 5.05 18.05*** 
Well-being 6.20 4.55 449.73*** 5.61 5.15 19.52*** 5.58 5.29 8.34** 5.73 5.29 16.99*** 5.67 5.24 18.61*** 
Memorability 6.34 4.87 415.87*** 5.83 5.38 22.52*** 5.81 5.50 11.17** 5.88 5.55 11.47** 5.79 5.54 7.01** 
Behavioral 
Intentions 6.53 5.60 148.87
*** 6.12 6.06 .51 6.13 6.07 .67 6.21 6.05 3.29 6.32 5.92 23.85*** 
*** p = .000, ** p < .01, * p < .05 
Statistically significant differences highlighted in bold 
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Table 3 
Structural Equation Modeling and Pair-wise Comparisons: Situational Factors 
Situational 
Moderators Customer Involvement Length of Stay Price Travel Party Composition Previous Experience 
Fit Indices χ2/df = 2.84; CFI = .90; TLI = .89; RMSEA = .05; SRMR = .06 
χ2/df = 2.82; CFI = .90; TLI = 
.90; RMSEA = .05; SRMR = 
.06 
χ2/df = 3.02; CFI = .90; TLI 
= .89; RMSEA = .06; SRMR 
= .06 
χ2/df = 2.96; CFI = .90; TLI = 
.89; RMSEA = .06; SRMR = 
.06 
χ2/df = 2.89; CFI = .90; TLI = .89; 
RMSEA = .06; SRMR = .06 
Structural 
Pathsa 
High 
Involvement 
Low 
Involvement 
Z-Score 
(Pair-wise 
Comparison) 
Longer 
Stay 
Shorter 
Stay 
Z-Score 
(Pair-wise 
Comparison) 
Higher 
Price 
Lower 
Price 
Z-Score 
(Pair-wise 
Comparison) 
With 
Family 
Without 
Family 
Z-Score 
(Pair-wise 
Comparison) 
More 
Experience 
Less 
Experience 
Z-Score 
(Pair-wise 
Comparison) 
Exp 
Economy Æ 
Extraordinary 
Outcomes 
1.23 .94 -1.98 1.13 1.04 -.71 1.13 1.03 -.85 .94 1.10 1.36 1.09 1.09 -.01 
Extraordinary 
Outcomes Æ 
Memorability 
.38 1.31 7.36 .88 1.11 2.53 .87 1.11 2.78 .81 1.06 2.69 .94 1.04 1.04 
Memorability 
Æ 
Behavioral 
Intentions 
1.02 .69 -2.03 .86 .58 -3.75 .77 .65 -1.96 .97 .65 -2.88 .74 .57 -2.40 
aAll estimates are significant at p = .000 
Statistically significant differences (p < .05) highlighted in bold 
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Figure 1 
The Accommodation Experiencescape (Mody et al., 2016) 
 
Figure 2 
Model of Experiential Consumption in the Accommodations Industry (Mody et al., 2016) 
 
 
Figure 3 
Core-Periphery Framework of Experiential Consumption 
 
